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Ahstract

Heney Ford the CEQ af Ford company codned & stefement (ke "Stopring advertising to soave
maoney 15 ke stoppdeg voue walch foosave e, Yes, spendimg momey an advertitement (8 ood fe
waste rather it is cconomical which boext up the sales volume of munfucterer of praduces and
gervices, In e present scemario Advertising &s one of @i fmporiend key frcrors to impulse the users io
prerchase products and services, Withou! advertising the mamifachivers can’t crvate awareness
tenwards their products and services amanig e target andiences. Social media is a virteal place
where the advertisers and wsers can enable to mees, Today social medie advertisements have gor
mmcreasing wrowth rate. ft provides a global platform for mavkeiers throughout the world. Moveaver,
they can reach a vast manber of audicrces o create awareness of their products and services, Social
media advertisements are one of the fmportant advertising tooly f0 reach anconmtable viewers,
Yenmgsters are more attracted (o the social media advertisements compare with elder age group. The
et were collected with the belp of o giestionmnaive and Praporiomaete Rondom Sampling Technique
s wscd fo represent I8 respondents froon 28 ares aed seience callvpey e Kanvalumae disteie, The
result af the stedy indveates that the pespondents who are aveare of socia! medin adversisements like
Yo Tube rets 4, A37 mean sevre i.'-rimli".'dr'i-'r.f fo prepsditiomal aalvertiiements 1|.-'.krrg._{: 3567 mean yeore. fr
v eloar thar soctal media advertisemenis are posithvely impacted on the purchasing decision of
respondents. Thiv paper also suggests that the advertisers conld devign advertisements carefully and
pareniod preidance natice muse be added ae hefore showding o advertivemen

Keywords = Purclasing Oecision, global plutform, eve cately, memorahfe,

INTROMMCTIONN

In the medern era, social media is an indispensable element with its advanesd lechnology.
Social media have pained so much growth and lnme worldwide, Tt refers to all applications {apps],
wehsites, blogs as well as microblogs that enable the users around the globe 1o interconnect throwgh
e internet, communicate and share content, Sncial media 15 a virtunl place where the advertisess s
users can enable to meet. Social media adverlising has become a significant digitol marketing strateiy
primarily emerped with the mpid growth and seceplance of electronic commerce all over the waorld.
Muost of the leading brand companies are now recopnized social media as o effective platform o
advernise thewr products and services. Besides consumers, exactly the voung users of social medin sre
now staried to prefer socinl media advertising over conventional media due (o it unbeatable features
which predominently enable more convenience and interaction. Averagely most ol the voungsters are
spending ol least an hour on social media sites, They are accessing social medin through their
smartphones and getting information from advertisements displayed on these media, Henge the
marketers using socinl medin sites such as Facebook, Twiner, YouTube ond some other sites o
ndvertise their products and services 1o capture the mind of young users. Advertigements in social
media are more memorable and allure voungsters and led them to purchuse products or services.
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Socinl medin pdvertisements are nol only crenting brand swireness bt also i iBSpires youngsiers
purchase,

HEVIENY OF LITERATURE

Joicy Lidwina el (2020 reveals that medin advertising through You Tube 15 easily coposcd o
the pubihe, Advertisements im0 YouTube 5 heipful o ger aoy informalion and ey proved that
advertiging on trustworthy and secured where people can use this mediom for their populority.  Iseiel
£ and Oguche EN:2018 sugpest that advertising agencies should care about the feedback of users of
so¢ial media upon which their advertisements wers placed, The vaers of social media were belteved in
advertisemens. hence the advertisers should be careful abowt the contem of the advertizement
Shariful and Mohsmad Ighal Mahmood: 2008 ndicate that advertiging on social media increases the
motivation and improves the perception of e company for viewers which ultimately enfances
customer's purchase intention, Ambujakshi:2017 identifies that advertisements regarding products
can easily remember by the respondents and they were highly influenced by social media compared
with other media, Church S.Akpan etal:2005 smtes that the advertisements on Facebook is more
alluriog and cotchy o it focilitae more patronege of the advertised products. Muhammad Agquss and
Dwi Karlin: 2015 denote that influence of advertisements was intended 10 convince the consumers (o
pairchase products, Magesh.COoeral: 20013 anabyses the consumer preferences towird different 1vpes of
nelviertisaments in socipl networking sites. They found that video edverisements are Bkid by stadents,

STATEMENT OF THE PROBLEM

Social medip bave become the popular digial platform for e osecs and sdverisers of prodect and
services. The mpid development of technalogy brings the world near to the hand dieowgh e intermer,
It incresses the social media vsers expocially voungslers: because they can casily wdapl and aceess
social modia through therr smanphones, lapiop and personnl computer. Social media pdveaizements
e one of the umporiant sdvertising {ocls 1o reach uncountable viewers. They are more agtached to the
socia] medid advertisements campare with elder age group, Al this accaston, these questions arlse in
the mind of researcher like, the fovel of awarcness towards social media advestisemenita, effect in
purchasing decigon and whai are the sugpesnons 1o be implemented for the betterment of socil
medin pdverisements. Heoce ihe researcher comed the fitle Social Medin Advertisements; An
Lifective Platform For Purchasing Dectsion.

OBJIECTIVES OF THE STUDY
1. Tostudy the demographic profile of the somple respondents,
2, To understimd the level of awareness of towards social media sites and its advenisements,
3. To fiod ol the effect of social media advertising on purchasing decision of respondents,

METHODNY] Y

The study 5 bascd on bath primary and sccondary data, The primary data weree collected Trom
28 Arts and Science Colleges in Kanyakumert Dusinict, Questionnaire method was used 1o collect
primary dala, The 388 respondents from all Ars and Science colleges were selected by using o
propoctionate steatified mndom samipling technigue, The reauln obiained after the relichility fest
Cronbach's Alpha value of 0,705 in the 15 item suggests (hat the questionnaine is reliable.

DATA ANALYSIS AND DISCUSSION

Demographic Profile of the Sample Respondents

Demographic characteristics of the respondents is an imporant variable for advertisers to
cary their nfommiation to tirget audience based on their gender, age, marital status, residential statos,
educational qualification, fanily monthly income. Keeping this consideration an attempl was made 10
solete the demorraphic protile of the respondents.

Tuble |
Demographic Profile of the Sample Respondents
| Variables | Particulars - | No, of Respondents | Percentage |
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Crender Mlale 42 23.7
Female 296 63
Taotal KR 100000}
Age 16-20 years 318 B0
21-25 vears i 6,2
Above 25 vears 7 18
Tutal 388 100.0
Educational UG 313 | =0T
Chunlification Pis i ] I7.5
Scholurs 7 =t 1.8
Total Ags | (LI
Marttal Staius _fﬂﬂm.*g 7 | 4.4
Ulnmarried a7l E 05.6
______ ) Total 388 108,
Residential Status Foural 210 54,0
Lirkan 174 454
Tatal ARE JRLLIRT
Family Monthly Income | U o % 10,0400 4 04
m,nuti'f_:.n.mu |86 474
[ 30,001 850,000 123 311
TS0,000 T 70,000 25 .
Above T 70,000 16 4.1
| Total 388 100.0

Toble 1 shows that more than half 76,3 per cent (296) respondents are female and 23.7 per
cent (%2} respondents are male. Tt is observed that female respondents are highly aticacted by the
social medin advertisements the reason behind s most  of the advenisements displaved on social
media sites were young girls related producis 32 per cent (318) of the respondents are in the age group
of 16 -20 years and |8 per cent {7} of the respondents are in the age group of above 25 vears. [t is
clear that, the selection of products and services and watching advertisements on social media differ
with age group. 80,7 per cent (313} sample respondenis are coming under the UG programme snd 1.3
per cent (7] are reseprch scholars, 95,6 per cent {371) respondents are unmarried and 4.4 per cont (17)
respoadlents are married. 341 per eent (2107 of the resposdents are from the raeal aren and 45.9 per
cent {178) are from the urban aren, 47.9 per cent {186) of the sample respondents family having
income between T10,001-F30,000 per month and 4.1 per cent {16) of the respondents (amily have
above T 70,000 per month,

Lievel of Awareness Towards Social Media Sites

Awareness (& petting kepowledpe through anything, Social medis adventisements play an
important role m providing information on products and services. The below table shows the level of
awareness of responilents towards socinl media advertizements,

Tuhle 3
Level of Awareness Towards Advertisements on Social Media Sites

Level of Awareness Muan Standard Deviation

Facebnok 346l 1.2641
YouTubwe 4,327 11337
Chiom | 856 11159
Instagram 2,570 1.2148
Twitler 2332 12720
Pinterest 1,247 13062
[inkedln 2. 5245 1.2987

| Any other LE2S L7
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Souree: Coimpuled [Taa

Bosed on the mom score the respondentz are highly awarne of You'Tube (4.327); followed by
Facebook (3,461 ), lostagraun (25700 snd the respondents are less aware of Pinterest (2.247), Ouora
§ LES6) and other sites Like Vimeo, Flickr and so on (1.825),
Inference: I s inferred thin the advertisements in YouTube site plays an important robe due 1o option
like skip adverisements chance 1o reply and comment. This view is supporied by the study of Joioy
Lidwinn eral, {3200 Henee 1| draws the silention of respondents and inspiring them 1o watch
advertizements. The ather social media sites are not popular among respendents becuse of its lower

artraetiveness than leading social media sites. Thus 1t requires: the attention of social media
advertisers,

Level of Awarencss towards sdvertisements on social media sites

Awiarencss 1= nothing it just receiving knowledpe and  understanding o situntion or
mformation based on experience and preference alse differs rom one person (oo another person
dccarding 1o their view. The [ollowing able indicwes the awarenes of respondents roowards social
medns advieriisements,

Tahle 3

Awareness lowards Social Media Advertiscments

Particulars | No. of Respondents | Percentage
25% 1 28.1
5% L 433
T B3 1.9

L 100% 26 6.7
Tatal Jds 1.0

Source: Computed Data
Table 2 describes thut 433 per cent (168) respondents known shout 3056 of soclzl media
ndverisemenis, 6.7 per cent (26) of the respondents known 1009 about social media advertisements.
Inference: 1t s onalysed that even though there is a chance o skip the adverisements the
respondents are woatching wdvertisements. The reason behind s, the respondents can save their time

undl they no need to go 1o shops for purchase as well as they can order the products from their home
itsedl

Effect of Social Media Advertisements in Purchasing Decision
The purchosing decision i the life-threalening stage in the decision making process. In this
atage, e person who i poing o purchase ey scitfed with the idea of which product or service is best
to consume,. The following lable explams the effects of social media ndvertisements in perchasing
decizion of sample respondents.
Tahle 4
Effect of Social Media Advertisements in Purchasing Decision

EfMeer of Social Medin  Advertisements in Mean Sl
Furchasing Decision Deviatinn
It helps me to recollect the brand of the products 3404 j.1992
_and services while 1 purchase
I am convenient and comfortable o place the 1332 1.2285
order products and services
It =aves my time and energy 3.397 12727
I am anracted towards mone hkes sdverisements 3312 1.2402
| on social media
Advertisements  give me  the  self-explanation 1,354 1.1700
regarding products’ services
| | am aiiracted by social media advertisements Y5a7 1,1471
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compire o traditionnl advertisemenis

It crenles o positive elfeet on future purchasing 1451 | 1769
decision of me '

It ereates pood fith 1n manufacturer . 1.300 1.2586
[t helps me 1o identify the bronds available in the | 34100 1.2450
market_lo purchase |

[ have confidence in the displayed products and | 3469 L1710
services in ndvertisements |

It draw my atteéntion o purchase products and | 3.450 1. 196K
services T

It ereates belief in the quolity of producis and | 3441 | 2400
LETVILES |

It positions 1he image of the company 1.204 | 2642
[ recall the experts opinion on social  medin siles I b P 1823
while | o for purchase

I oreduces my stress while [ go for  purchasing 3443 12197
provlueis/services

Souree: Compuied Data

Based on the mean score, out of 15 statements, the respondents agreed some siatements have
effect on purchasing decision through social media advertisements are | am atiracted by social media
adverfisements compare 10 traditional sdvertisements (3.567), 1 have confidence in the displayed
products and services in advertisemnents (3469} and the social media sdvertisements lhelps e
respodents 1o recollect the brand of the products and services while they purchase (3.464), the
advertisements draw (he allention of respondents to purchase products and services (3.459) and the
lyw mean score for [ am convenient and comfortable 1o pluce the order products and services (13323 |
am atimseled wowards more likes advertisements on social media (3.312), the adverlisements posilions
the image of the company [3.294).

Inference: It v observed (hat socinl media advertisements are  attesctive  than  traditional
ndveriisements and (he respondents have confidence in displaved peoducts and services, The results
are similar to the study by Angali (2017). 1t helps the respondents to recollect the product or services
when they go for purchasing. Results from (his study mirrors Ambujakshi (20175 At the same time,
the advertisement druws the attention of respondents 1o purchase products and services. The result
reflect Bindin Daroch {2017). It indicates that the respondents are attracted by social media
advertisements: compare o traditional advertizements. The traditional advertisements ure not much
interesting and have no chance fo interaclive regarding products and services, hence the responidenls
are preferring social media adverlisements. I is cleared tha socinl media advermisements are
positively impacted on the purchasing decision of respendents.

SUGGESTIONS
Brzed on the findings, the following suprestions are mnde;

¢ The vsers of socinl media need o be entical thinkess, they need to evaluate: the adverlisement
carefully if the product and services are valuable and have a positive impact on their necesaity or
requirement belore selecting the products and services, this o avedd being a victim of fraud or a
ST

* The advertisers could design advertisements carefully and purental guidince notice can be also
adlded ot before playing an adverntizement.

*  Socigl media sdvertisers must advertise their products and services fn an attrictive way in
leading blogs or sites such as Facebook, YouTube and s0 on. So that they can reach an excessive
humber ol youngsters and able 1o boost their husiness in an effective manner,
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*  The manufaciorers could rectify the problems feed by the customers such s returmning of
damaged eoods, claims, gueries regarding products and services (0 create o good image and
build loyvally among customers,

o The munufacturers need to modify their social media advertizing sirategies so they con get the
boosi in sales,

*  The government needs o develop the framework for the management and costrol of social
media use in 1he country as well as 10 sop the wewanted or misguidinge activities on- social
miedia sites adverlisements. They also need o ihe ioplement law with a heavy linancial penalty
instead of imprisonment or penalty ar botl,

CONCLUSION

Social media sdvienisement is the only path lo create awareness among youngsters, Accessing
tocinl medio is 4 universol trend becowse it is o digital pintform for people aeross e world, The
rapid development of technology brimgs the world info our hand through the internef. Social media
sites are used as o digital plattorm for advenising activities. The manufsciurers have o spend a lot
of nme, money and resources on social media advertisements, Though, there is abways a challenge in
how advertisers can design the sdvertisements 10 atiract more audience. Social media advertiscmenis
play o major role in urging. enlightening and recapping both potential and existing cusiomers. [t
imcreases social medin wsers, especinlly youngsters because they can casily adapt and access social
media through electronic padgets. 1t creates awareness aboul the product amongst people and inlends
to buy products and services. Both marketers and sdvertisers are keen in aftracting consumers and
satisly their needs and wints with the wtmest care, From the result of the study, & gooed oumber of
respondents preferred o watch YouTube since the advenizsements will display for a few scconds
antoanatically, Hence the researcher concluded thar secinl media advemisements will strike the mind
of respondents and impulse o purchase the products and services.
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